

















The purpose of this paper is to investigate 
the impact of service quality on zakat 
stakeholders’ satisfaction using an 
enhanced model appropriate for zakat 
institutions. A new and enhanced model 
(a combination of SERVQUAL and CARTER) 
was used to examine the the impact of 
service quality towards satisfaction from 
the perspective of zakat stakeholders. 
Data were collected from 799 respondents 
amongst zakat payers and zakat recipients. 
The paper utilizes the Structural Equation 
Modelling (SEM) in examining the impact 
of service quality towards satisfaction. 
The results show that Responsiveness & 
Compliance are the strongest indicators 
influencing the satisfaction of the zakat 
payers while Reliability is the strongest 
indicator influencing the satisfaction of the 
zakat recipients. The results of this study 
will be useful for zakat authority res- 
ponsible for ensuring service delivery 
by the institutions.
Keywords: Service quality, Structural 
Equation Modelling (SEM), zakat institution
In an Islamic economic system, zakat is a 








eligible to pay zakat. As an institution that 
deals with its own customers, it is essential 
that the institution provides good services 
to the customers. Being an institution that 
collects and distributes zakat funds, the 
credibility of the institution is subject to the 
perceptions of their customers towards 
the services provided. In other words, it 
is subjected to intense public scrutiny and 
criticism particularly on the efficiency and 
effectiveness of the institution in managing 
zakat affairs.
The State Islamic Religious Councils (SIRCs) 
are the institutions that are responsible in 
collecting and distributing zakat funds in 
Malaysia. Several issues related to zakat 
payment arise since there is no provision 
that zakat must be paid to the authority 
where the zakat payers earn their income. 
Likewise, there is also no provision that 
prevents zakat payers from paying zakat 
directly to the asnaf. Consequently, these 
issues may result in inequality in socio-
economic development among the states. 
One cause that may contribute to these 
problems is the bad service quality of the 
zakat institutions. The institutions are 
said to practice favoritism and are unfair 
in the distribution of zakat funds (e.g. 
Utusan Malaysia, 2004; Sinar Online, 
2012). The dissatisfaction of the stake-
holders with zakat institutions may lead
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to problems such as leakages20 and the 
failure of zakat funds to reach its rightful 
recipients. To the researchers’ knowledge, 
although studies on service quality have 
been carried out extensively, there have 
been very few studies focusing on zakat 
service quality.  Hence this study tries to fill 
in the gap by examining the satisfaction of 
the main zakat stakeholders, namely zakat 
payers and zakat recipients towards the 
services provided by the zakat institutions.
Customer satisfaction is defined as a 
customer’s overall evaluation of the 
performance of an offering to date. It is 
a person’s feelings of pleasure or disap-
pointment resulting from comparing a 
product’s perceived performance (or out- 
come) in relation to his or her expectations 
(Kotler, 2003). If the perceived performance 
exceeds expectations, the customer will be 
satisfied and vice versa. According to Schiff- 
man & Kanuk (2004), customer satisfaction 
is defined as the individual’s perception of 
the performance of the products or services 
in relation to his expectations.
Since customer satisfaction has been 
considered to be based on the customers 
experience on a particular service, service 
quality is considered as a determinant of 
customer satisfaction as the service quality 
derived from the outcome of the services 
from service providers (Cronin & Taylor, 
1992). Service quality in the management 
and marketing literature is the extent to 
which customers’ perceptions of service 
meet and/or exceed their expectations. 
Gronroos (1984) defined service quality as 
the perceived quality of a given service, 
which is the outcome of an evaluation 
process, where the consumer compares his 
expectations with the service he perceives 
he has received, whereby he puts the 
perceived service against the expected 
service. The result of this process will be the 
perceived quality of the service. Since the 
aim of providing quality services is to satisfy 
customers, measuring service quality is a 
better way to find our whether the custom-
ers will or are satisfied with it.
Among the numerous approaches that 
measure service quality, the two most 
popular would be the SERVQUAL model 
by Parasuraman et al. (1985, 1988, 1990, 
1991, 1994) and the technical or functional 
quality framework by Gronroos (1983, 
1990). These two models have been used 
in a wide range of service industries, in- 
cluding banking, airline and healthcare 
industries. To date, the SERVQUAL dimen-
sions are the most popular and accepted 
service quality dimensions (Markovic & 
Raspor, 2010; Landrum et al., 2009; Kiran 
& Diljit, 2011; Hassanzadeh et al., 2010; 
Nejati & Nejati, 2008; Nagata et al., 2004; 
Manjunatha & Shivalingalah, 2004; Nitecki 
& Hernon, 2000; Tan & Foo, 1999).
Parasuraman et al. (1988) developed 
SERVQUAL, a multiple item scale, for 
measuring service quality and argued that 
service quality as perceived by customers 
originated from a comparison of customers’ 
expectations and their perceptions of the 
performance delivered by the firm. It is iden- 
tified that service quality encompasses five 
dimensions, namely reliability, responsive- 
ness, assurance, empathy, and tangibles.
20 Leakage is the opposite of injection in macroeconomics. Nik Hassan (1991) named it as ‘independent  
 payment’ and argued that the practice reflects the fact that people are dissatisfied with the formal  
 institution in managing zakat fund.
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valid in measuring service quality. Shafie et 
al. (2004) adapted CARTER instrument in a 
Malaysian setting and found similar findings 
to Othman & Owen (2001). However, the 
setting used to examine the applicability 
of CARTER instrument is limited to Islamic 
banking industry.
To the researchers’ knowledge, studies on 
service quality of zakat institution are very 
few. With regards to zakat institution, Kamil 
(2005) asserted that perceived service 
quality is one of the intrinsic motivational 
factors of individual Muslim to pay zakat, 
particularly zakat on income. In Indonesia, 
Permatasari & Nurul Huda (2015) carried 
out a study that aims to determine the 
direct effects of zakat-collecting institutions’ 
service quality on the loyalty of muzakis 
(zakat payer) and to determine the role 
of interaction between zakat-collecting 
institutions’ service quality and muzakis’ 
satisfaction as a moderating variable in 
influencing muzakis’ loyalty. The results 
show a positive, but insignificant, direct 
effect of service quality on muzakis’ loyalty. 
Furthermore, it is also suggested that the 
role of interaction between service quality 
and muzakis’ satisfaction as a moderating 
variable in influencing muzakis’ loyalty 
was marginally small.
In Malaysian case, there are a few studies 
carried out on service quality of zakat 
institutions. Said et al. (2012) proposed 
service quality dimensions for zakat institu-
tions along with financial performance 
measurement and employees’ satisfaction 
index as a composite performance 
measurement for zakat institution using 
a series of focus group interviews. Ghani, 
Said & Syed Yusuf (2012) further suggested 
that the original model of SERVQUAL is 
appropriate to measure the service quality 
SERVQUAL is a second-order construct 
that measures the gap between customer 
expectations and customer perception of 
delivery in the five dimensions. SERVQUAL 
has become a mainstream instrument to 
quantify service quality because of the 
pertinence of its techniques in measuring 
and managing service quality. The SERV-
QUAL instrument has also been used in 
cross-cultural and cross-industry studies, 
with generally satisfactory results. Lam 
(1997) used the SERVQUAL instrument in 
evaluating service quality encounters in 
Hong Kong hospitals and found it to be 
essentially uni-dimensional, but also reliable. 
A modified version of SERVQUAL was 
recently used to determine quality of service 
in marketing research agencies in the UK. 
It is concluded that notwithstanding the 
criticisms of the scale, the instrument was 
successfully applied and may have practical 
applications (Donnelly et al., 2000). The 
evidence suggests that the SERVQUAL 
instrument is a practical way of measuring 
the quality of service encounters.
Othman & Owen (2001) introduced 
CARTER instrument which includes com- 
pliance, assurance, reliability, tangibles, 
empathy, and responsiveness to measure 
service quality in the banking industry with 
specific focus on Islamic banking. They 
developed this model to incorporate Islamic 
dimension to the existing SERVQUAL and 
consequently, introduced a dimension 
known as ‘Compliance with Islamic Law’. 
This dimension includes attributes such as 
Islamic law and principles, provision of free 
interest loans and provision of Islamic 
products and services among others. They 
applied their model to a case study and 
found a positive link between quality, 
satisfaction and service encounter. Their 








































































performance of Islamic non-profit 
organization. In addition, Ghani et al., 
(2012), showed that there is no appro-
priate instrument to measure the service 
quality and customer satisfaction in a 
non-profit organization. As the CARTER 
model is the only model that measures 
service quality in a profit-oriented Islamic 
organization, it is proposed that the 
model should be modified to suit the 
non-profit Islamic organization.
This study will assess 
customer satisfaction from 
the perspective of zakat 
payers and recipients as 
well as its relationship 
with the service quality in 
zakat institutions using a 
combination of SERVQUAL 
and CARTER models, as 
proposed by Ghani et al. 
(2012). This study is 
important in order to 
ensure that the problem 
of leakages in zakat does 
not persist.
It is also suggested that both SERVQUAL 
and CARTER model to be combined in 
order to measure the service quality in 
non-profit oriented organization.
However, the proposals by Ghani et al. 
(2012) have not been tested empirically 
in a non-profit oriented organization like 
zakat institutions. Therefore, this study 
will assess customer satisfaction from the 
perspective of zakat payers and recipients 
as well as its relationship with the service 
quality in zakat institutions using a 
combination of SERVQUAL and CARTER 
models, as proposed by Ghani et al. (2012). 
This study is important in order to ensure 
that the problem of leakages in zakat 
does not persist.
Zakat institutions play an important role 
in providing good service to their stake-
holders. Hence, it is really important to 
investigate how the stakeholders in zakat 
institutions, namely zakat payers and 
zakat recipients, perceive the service 
quality of the zakat institutions. Further-
more, the measurement of the effec-
tiveness of zakat institutions in playing 
their role in collecting and distributing 
zakat funds is also important to be 
highlighted. The effectiveness is meas-
ured through the assessment of the 
quality of the services provided by the 
zakat institutions.
Accordingly, service attributes related to 
the performance of zakat institutions 
are defined within the service dimensions 
of Reliability, Tangibles, Empathy, Respon-
siveness and Compliance which were 
adopted from Ghani et al. (2012). Table 1 
shows the measurement items in their 
respective dimensions and the service 
attributes related to the performance of 
zakat institutions. The questionnaires used 




















Variables used to measure the five dimensions
Source: Adopted from Ghani et al. (2012)
Performance of service in a dependable and accurate manner, 
Staff are knowledgeable, Meet deadline in providing services, 
Staff show sincere interest in assisting customers, Staff provide 
service right the first time, Staff give proper advice, Integrated 
value-added service that is according to Islam, Staff’s ability to 
provide courteous and knowledgeable service, Knowledgeable 
and experience management team, Friendliness of Zakat personnel, 
Wide and easy access to network.
Dimension Measurement Items/Service Attributes
Reliability
Not involved in any interest paid/ taken activities, Investment 
only in Islamic compliance financial institutions, Financial transac-
tions only with Islamic compliance financial institutions, In-house 
religious advisors, Dispose non-shariah compliant earnings, 
Fulfil its social role as well as promote Islamic finance, Not contra-
dictory to Islamic teaching; incorporate Islamic business ethical 
principles.
Compliance
Willingness of staff to assist customers and provide prompt 
service. Employees are knowledgeable about Zakat, Employees 
are always willing to assist customers, Ability to fulfil individual 
needs. Courteous counter service staff, Fast and efficient counter 
service, Number of branches available, Prompt service, One-stop 
centre that provides everything under one roof, Number of staff/ 
counters available, Staff are never too busy to respond to 
customers’ needs.
Responsiveness
Willingness of staff to understand the needs of customers, 
Employees understand customers’ needs, Employees give personal 
attention, Employees have sense of humors, Employees take care 
of customers’ specific needs, Confidentiality of customers’ in- 
formation. Confidentiality of customers’ moral issues, Value-added 
services in terms of financial/ personal counselling, Zero service 
charge, Availability of user-friendly forms, Value-added services such 
as photocopy service and filling-in forms for customers.
Empathy
Availability and appearance of facilities and personnel, Interior 
comfort of the organization, Physical facilities of the organization, 
External appearance such as parking space, Location convenience 
such as accessibility via public transport, Counter partitions/ 
special room for customer with ‘issues’, Materials associated with 
the service such as brochure or magazines, Operation hours, 
Number of counters during peak hours, Relevant forms associated 
with the service, Facilities for disabled people.
Tangibles
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The data for this study were collected 
through the survey method and hence, the 
study is grouped in scientific research 
(Cavana et al., 2002). The quantitative 
research involves a large number of 
respondents, typically 100 or more and 
yields results that are representative of the 
total population (McCullough & Tabak, 
2010). This study used proportionate 
stratified random sampling. Stratified 
random sampling is used when samples 
are taken from identifiable groups (strata), 
subgroups, etc. A self-administered ques- 
tionnaire was distributed to 450 zakat 
payers and 450 to zakat recipients. The 
response rates from both respondents were 
88 percent and 89.6 percent respectively. 
The list of zakat payers and recipients were 
obtained from Zakat Office of Kedah, Zakat 
Office of Selangor, Zakat Office of Kelantan 
and Zakat Office of Melaka. The primary 
data were collected by the survey method 
using a structured questionnaire that 
consists of two sections: demographic 
profile of the respondents and observables 
variables including the five latent variables 
and observed variable listed in the form 
of statements. The Likert scale used in 
this questionnaire is 5-point Likert scale 
ranging from (1) strongly unsatisfied to 
(5) strongly satisfied.
Research Model and Measurement 
Design
This study assessed customer satisfaction 
from the perspective of zakat payers and 
recipients as well as its relationship with the 
service quality in zakat institutions using a 
combination of the SERVQUAL and CARTER 
models, as proposed by Ghani et al. (2012). 
We used similar model for zakat payers 
and zakat recipients but the instruments 
(questions) were different. The research 
models were tested using Structural 
Equation Modeling (SEM) techniques using 
AMOS 5.0 computer software. SEM is a 
comprehensive approach to testing hypoth-
eses about relations among observed and 
latent variables (Hoyle, 1995). Basically, 
SEM is a statistical model that seeks to 
explain the relationships among variables, 
expressed in a series or equations (similar 
to series of multiple regression equations). 
These equations depict all the relationships 
among unobservable or latent variables 
(Hair et al., 2006).The model consists of 
one observed variable that is customer 
satisfaction and latent variables namely 
(1) Reliability (ii) Tangibles (iii) Empathy, 
(iv) Responsiveness and (v) Compliance. 
Latent variables in SEM refer to variables 
that are not measured directly.
Exploratory Factor Analysis (EFA) and 
Confirmatory Factor Analysis (CFA)
Exploratory Factor Analysis (EFA) is a widely 
used and broadly applied statistical approach 
in information system, social science, edu- 
cation and psychology. EFA explores the 
data and provides the researcher with the 
information about how many factors are 
needed to best represent the data (Hair et 
al., 2006). The distinctive feature of EFA is 
that the factors are divided from the statisti-
cal results, not from the theory, so they can 
only be named after the factor analysis is 
performed. EFA can be conducted without 
knowing how many factors really exist or 
which variables belong to which constructs.
Referring to Table 2 and Table 3, the 
results of the EFA show that there was an 
inter-correlation between the variables. 
We expect them to correlate with each 
other as they measure the same thing.  








































































to include.  More specifically, values between 
0.5 and 0.7 are good.  Meanwhile, values 
between 0.8 and 0.9 are great and values 
above 0.9 are super (Hutcheson & Sofro-
niou, 1999). Having identified the number 
of indicator variables, the next step is to 
confirm the validity of the variables in the 
study and to establish the causal relation-
ships between the variables. This was 
analyzed by CFA using structural equation 
modeling (SEM) as described earlier.
are highly correlated and is singular when 
variables perfectly correlated. To eliminate 
this problem, we looked through the anti- 
image matrices and deleted some variables 
below the Kaiser-Mayer-Olkin (KMO) values. 
Basically, the value of KMO should be 
greater than 0.5 if the sampling is adequate.  
According to Kaiser (1974) values greater 
than 0.5 are acceptable, value below this 
should lead the researchers to increase the 
sample size or rethink which variables 
Table 2:
Exploratory factor analysis (EFA) for zakat payers
Note: Component 1= Compliance & Responsiveness Component 2= Tangibles

























































































E1 Staff strive to resolve matters according to specified period
E2 Zakat Office complies with the specified Client's Charter
E5 Zakat Office staff practice Islamic work ethics 
D6 Any problem encountered by customers is resolved quickly  
 and accurately
E4 Zakat deductions are done fairly
D4 Staff strive to facilitate customers’ business
E3 Appointed Amil discharges his duties effectively
D3 Staff are skilled and efficient in carrying out its duties
E6 Programmes and activities undertaken by the Zakat Office  
 are in accordance with Islamic requirements.
D5 Staff always provide assistance to customers when needed
D1 Responses given by employees of the Zakat Office are   
 accurate and immediate
E7 Investment done by the Zakat Office is Shari’ah complicance
D2 Staff are willing to accept customers’ views or criticisms
B3 The number of counters provided is sufficient
B2 Period of operation of Zakat Office is satisfactory
B5 Zakat Office provides enough information about payment  
 of zakat
B6 Zakat Offices are within easy reach
B4 Zakat payers need to complete various forms to pay zakat
A2 Zakat Office provides facilities to pay zakat online
A6 Staff of Zakat Office are always well-dressed and have   
 charming personality
A5 Zakat Office often arranges programmes and activities to  
 enhance the awareness of people to pay zakat
A1 Staff have extensive knowledge about zakat
A3 Staff provide accurate and clear information.
A4 Staff are always willing to provide the services needed
C5 Staff use polite language and respect customers
C6 Staff of Zakat Office always give full attention when dealing  
 with clients
C4 Duration of completing deals at the counter is appropriate.
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Table 3:













D1 Feedback by staff is accurate and immediate
D4 Staff strive to facilitate customers’ business
D3 Staff are skilled and efficient in their job
D2 Staff is willing to accept customers’ views or 
C6 Staff always give full attention when dealing with clients
C5 Staff use polite language and respect customers
A3 The number of counters provided is sufficient
A2 Period of operation of Zakat Office is satisfactory
.763
.640
C6 Staff always give full attention when dealing with clients







E1 Staff strive to resolve matters according to specified period
E6 Programmes and activities undertaken by Zakat Office are in  
 accordance with Islamic requirements.
E5 Staff at Zakat Office practice Islamic work ethics 
E4 Zakat distributions are done fairly
E3 Appointed Amil discharges his duties effectively
E2 The amount of zakat assistance received is the same as that  




B4 Zakat application process is difficult 
B5 Zakat Office provides enough information about the   
 application for zakat
B1 Facilities at Zakat Office are senior citizens and disabled  
 persons friendly
Note: Component 1= Responsiveness & Empathy Component 2= Reliability
 Component 3= Compliance  Component 4= Tangibles
Based on the model proposed by Ghani 
et al. (2012), there are five dimensions to 
be used in measuring service quality of 
zakat institutions (as displayed in Table 1). 
However, after EFA was carried out, the 
results suggested that only four compo-
nents should be used. Details of the 
results are shown in Table 2 and Table 3.  
From Table 3 for instance, there are only 
two items suggested in measuring tangi-
bles dimension for the zakat recipients’ 
model, because the value of other items 
in this dimensions are below 0.5. Hence, 
we decided to remove the items. This 
case is similar with study by Ramayah & 
Lee (2012) which used only two items in 
measuring construct in their model. Based 
on these results, the hypotheses for zakat 
payers model in this study are:
H1: There is a positive relationship between  
 Responsiveness & Compliance and  
 Customer Satisfaction 
H2: There is a positive relationship  
 between Tangibles and Customer  
 Satisfaction 
H3: There is a positive relationship  
 between Reliability and Customer  
 Satisfaction
H4: There is a positive relationship  
 between Empathy and Customer  
 Satisfaction
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mended the use of various GOF indices such 
as the Chi-Square, Root Mean Square Error 
of Estimation (RMSEA), Comparative Fit 
Index (CFI), Relative Fit Index (RFI), Tucker 
Lewis Index (TLI) and Normed Fit Index (NFI). 
For each index (except for RMSEA), a value 
close to 1 indicates a good fit. For RMSEA, a 
value of about 0.08 or less would indicate a 
reasonable error of approximation. In this 
study, the results of each test mentioned 
above are available upon request.
The study aims to study customers’ satisfac-
tion from the perspective of zakat payers 
and zakat recipients a well as its relationship 
with the service quality of zakat institutions 
by employing the combination of SERV- 
QUAL and CARTER instruments. The results 
of the impact of service quality towards 
satisfaction of zakat payers and zakat 
recipients are presented below.
Determinants of Satisfaction from Zakat payers Perspective
While for the zakat recipients’ model, the 
hypotheses in this study are:
H1: There is a positive relationship between  
 Responsiveness & Empathy and  
 Customer Satisfaction 
H2: There is a positive relationship  
 between Reliability and Customer  
 Satisfaction 
H3: There is a positive relationship  
 between Compliance and Customer  
 Satisfaction
H4: There is a positive relationship  
 between Tangibles and Customer  
 Satisfaction
To test the reliability and the validity of the 
variables in the model, CFA was conducted 
using AMOS software package. The aim is 
to measure the Goodness of Fit (GOF) of the 
Structural Equation Model (SEM). If the GOF 
is adequate, this means the data fits the 































































































Table 4 shows the descriptive statistics 
of zakat payers as the respondents in 
this study. From the total 396 zakat 
payers, most respondents were between 
35-50 (35.9%) of age. More importantly, 
198 of the respondents (44%) paid zakat 
at zakat counters which shows that 
most of them had experience dealing 
with zakat office.
Figure 1A (Appendix) shows the results 
based on the Structural Equation Modelling 
(SEM) for zakat payers. The SEM was 
performed by AMOS 5.0 in order to test 
the hypothesis of a causal relationship 
between constructs. Based on the con- 
firmatory factor analysis, the chi-square 
freedom ratio (x2/df) = 3.045, which is 
less than the standard value of 3 has been 
identified. The RMSEA value=0.071, and 
GFI=0.880 AGFI=0.846, NFI=0.865, and 
CFI=0.905 meet the standard of more 
than 0.90.
Based on the evaluation of the structural 
model, the model has not achieved the 
threshold value. In order to improve the 
model’s fitness to data, it was necessary to 
re-specify the model. Re-specification of 
the model could be carried out by utilizing 
the information in the modification index. 
Re-specification of the initially estimated 
model could be performed many times in 
order to obtain the best model representing 
the data. Re-specification began with the 
release of between-indicator covariance 
offered in the AMOS program. The re- 
specified model demonstrated a statistically 
significant improvement in the goodness of 
fit (GOF) as shown in Figure 1A. Comparison 
between-model GOF values can be seen 
in Table 2.
Table 5 shows that the goodness of fit 
indices (GOF) of the final model were 
consistent with cmin/df=2.670, RMSEA= 
0.064 CFI=0.924, AGFI=0.871, CFI=0.924, 
TLI=0.909 NFI=0.885 and P-value=0.00. 
The summary of statistical results of the 
model (goodness of fit indices) is exhibited 
in Table 2. The overall measures indicate 
that the model has achieved good fit 
indices but some measures were below 
the threshold values. 
Table 5:



















































variables to influence the satisfaction of 
zakat payers. This shows that the services 
provided by zakat institutions’ staff, in terms 
of their responses, openness, concerns and 
willingness to assist customers play impor-
tant role in influencing the satisfaction of 
zakat payers. Zakat payers were also 
concerned about the compliance of zakat 
institutions with Shari’ah requirement. This 
implies that zakat payers are very concerned 
with how the money or zakat they paid is 
being distributed by zakat institutions.
Determinants of Satisfaction from 
Zakat Respondents Perspective
Table 6 shows the descriptive statistics 
of zakat recipients, the second type of 
respondents in this study. From the total 
403 zakat recipients, it was found that most 
respondents were also between 35-50 of 
age (37.22%). Most of them had received 
zakat funds for around 2-5 years (51.9%) 
while a few (5.4%) had received zakat 
funds for more than 6 years. Meanwhile, 
57.3% of the respondents received zakat 
distributed by the respective zakat offices 
and mostly (67.5%) received it in cash.
Table 7 shows the confirmatory factor 
analysis for zakat recipients. Based on the 
confirmatory factor analysis, the chi-square 
freedom ratio (x2/df) = 2.641, which was 
less than the standard value of 3 has 
been identified. The RMSEA value=0.064, 
and GFI=0.862 AGFI=0.833, NFI=0.885, 
and CFI=0.925 met the standard of 
more than 0.90.
Based on the evaluation of the structural 
model, the model has not achieved the 
threshold value. In order to improve the 
model’s fitness, it was necessary to re- 
specify the model. Re-specification of the 
model was carried out by utilizing the
The adaptive indicators of the previous 
model show excellent overall adaptive 
degree of the model configured in the 
present study and observed data. Therefore, 
the hypothesis was supported, indicating 
that the theoretical model can fully explain 
the observed data. After checking the 
adaptive degree of the model, the path 
relation of the intention model and the 
participation factor estimate are analyzed, 
as shown in Figure 1. In the significant test 
of the estimated parameters of the path, the 
impact of Responsiveness & Compliance, 
Reliability, Tangibles and Empathy on satis- 
faction has increased to a significant level.
The effect of Responsiveness & Compliance 
on satisfaction λ was 0.68, while the effects 
of Reliability and Tangibles on satisfaction 
were 0.03 and 0.23, respectively. Mean-
while the effect of Empathy on satisfaction 
λ is 0.06. The explained variability of the 
latent variables (i.e., Responsiveness & 
Compliance, Reliability, Tangibles and 
Empathy) to satisfaction (R²) is 0.90.
With regards to hypothesis testing, Table 
1A (Appendix) shows the results of hypo- 
thesis test for zakat payers model. Based 
on the results, the effect of tangible on 
satisfaction was significant at 0.1 level, 
while the effect of Responsiveness & 
Compliance on satisfaction was significant 
at level 0.01, Thus, H
1 and H2 were 
supported and accepted. Meanwhile, H3 
and H4 were not supported.
Overall, it was found that there exists 
a positive and significant relationship 
between zakat payers’ satisfaction and 
the constructs of perceived service quality 
represented by the five dimensions. 
Amongst all variables, Responsiveness and 







































































information in the modification index. 
Re-specification of the initially estimated 
model was performed many times in 
order to obtain the best model repre-
senting the data. Re-specification began 
with the release of between-indicator 
covariance offered in the AMOS program. 
The re-specified model demonstrated 
a statistically significant improvement in 
the GOF as shown in Figure 2. Comparison 
of between-model GOF values can be 
seen in Table 7.
Table 7:



































































More than 10 years
Total


















































dependable and accurate manner, in 
terms of the facilities, operations, 
processes and programmes provided by 
the zakat institutions.
Overall, it was found that there 
exists a positive and significant 
relationship between zakat 
recipients’ satisfaction and the 
constructs of perceived service 
quality represented by the five 
dimensions. Amongst all 
variables, for zakat recipients, 
Reliability was found to be the 
strongest variable to influence 
the satisfaction of zakat 
recipients. This shows that the 
performance of services was 
provided in a dependable and 
accurate manner, in terms of 
the facilities, operations, 
processes and programmes 
provided by the zakat
institutions.
Zakat institutions are responsible in pro- 
viding services pertaining to zakat funds 
management. As an organization that 
manages public funds, the credibility of 
zakat institutions is also subject to the 
perceptions of their customers towards the 
services provided. This study has revealed 
that the service quality factors introduced 
in this study significantly affect customers’ 
satisfaction. We introduced an enhanced
Table 7 shows that the GOF of the final 
model with cmin/df2=2.054, RMSEA= 
0.052, CFI=0.953, AGFI=0.874, CFI=0.90, 
TLI= 0.946, NFI=0.913 and P-value=0.00. 
A summary of statistical results of the 
model (GOF indices) is shown in Table 7. 
The overall measures indicate that the 
model has achieved good fit indices.  
However, some measures were below 
the threshold values.
Figure 2A (Appendix) shows that the 
impact of Responsiveness & Empathy on 
satisfaction λ was 0.09 while the impact 
of Reliability and Tangibles effect on 
satisfaction λ were 0.658 and 0.246 
respectively. Meanwhile the impact Comp- 
liance on satisfaction λ was 0.124. The 
explained variability of the latent variables 
(i.e. Responsiveness & Compliance, 
Reliability, Tangibles and Empathy) to 
satisfaction (R²) is 0.95.
In terms of hypothesis testing, Table 2A 
(Appendix) shows the results of hypothesis 
test for zakat recipient model. Based 
on the results, the effect of tangible on 
satisfaction was significant at 0.01 level. 
Meanwhile, the effect of Reliability on 
satisfaction was also significant at level 
0.01, Thus, H2 and H4 were supported. 
On the other hand, H1 and H3 were not 
supported.
Overall, it was found that there exists 
a positive and significant relationship 
between zakat recipients’ satisfaction and 
the constructs of perceived service quality 
represented by the five dimensions. 
Amongst all variables, for zakat recipients, 
Reliability was found to be the strongest 
variable to influence the satisfaction of 
zakat recipients. This shows that the 



















model of service quality combining the 
SERVQUAL and CARTER models to examine 
the service quality of zakat institutions in 
Malaysia. The model used in this study may 
also be relevant and applicable to other 
Muslim countries in examining the extent 
of service quality of zakat institutions.
The study reveals that the new enhanced 
model is appropriate for measuring the ser- 
vice quality of zakat institutions in Malaysia. 
It was found that there exists a positive 
and significant relationship between 
zakat stakeholders’ satisfaction and the 
constructs of perceived service quality rep- 
resented by the five dimensions. Respon-
siveness and Compliance were found to 
be the strongest indicators to influence 
the satisfaction of the zakat payers while 
Reliability was found to be the strongest 
indicator to influence the satisfaction of the 
zakat recipients. The results reveal that 
different types of zakat stakeholders have 
different perceptions on the important 
dimensions of service quality of zakat 
institutions. The results of this study will be 
useful for zakat authority responsible for 
ensuring service delivery by the institutions. 
Zakat institutions are encouraged to take 
actions on the most influential factors 
affecting the satisfaction of their stakehold-
ers especially in terms of their responsive-
ness towards customers as well as the 
compliance of all programs, attitudes and 
investment with Shari’ah requirements.
Further extension of the study could 
consider the construction of an index of 
service quality in zakat institutions where 
this index can serve as a benchmark for all 
Islamic institutions.  In addition, the scope 
of the analysis could be expanded further 
to other states in Malaysia in order to get 
a comprehensive view on service quality of 
zakat institutions in Malaysia. Gap analysis 
is also another way to study the services 
provided by zakat institutions in Malaysia.
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Results of hypothesis test for zakat recipients model
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Figure 1A:



















SEM results of zakat recipients model
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